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ENUMBERSNEWS 


The following index lists subjects for all ariicles in 1992 American Demographics magazines, supplements, and 
The Numbers News. All references are by month and page number; “Ja/23” refers to the January issue, page 23. 
Supplements accompanied the May, September, and December issues and are referred to as DRS2, DRS3, or DRS4. 


baby bust: 
county and metropolitan area 
population by age, F/24-35; income 
and spending, D/14; population 
projections 1990-2010, F/55; state 


affluence: 
Americans and ATM use, My/6; 
by county, D/29-42; fine-crafts 
ownership, D/58-60; Hispanic, 


1950s, myths, Ag/38-43 attitudes (See consumer attitudes) 


1990 census: 
analyzing data, D/11-12; 


automatic teller machine usage, My/6 
automobiles: 


homeownership and marriage 
releases, S/16-19; orders for 
census data products, 0/12; price 


Mr/18; rural, Ji/26-34; of women, 
D/44-49; suburban blacks, S/30-38 
(See also The Numbers News index) 


American-made versus foreign, 
$/20; attracting women buyers, 
$/25; Buick corporate marketing, 


population by age, F/36-42 (See 
also teenagers and young adults) 


of census products, 0/12; release 
of STF 3 data, Je/10; Statistical 
Abstract of the United Siates: 
1991, Ap/9; use of garbage 
demographics, My/50-54 


$/43; new technology, S/46-53; 
sales of, S/59-60; sponsorship of 
stock-car racing, N/40-44; young 
adult owners, D/14 


baking, S/4 

Baltimore, MD, Je/35 
baseball, by region, N/30-39 
basketball, by region, N/30-39 


age pyramids, Ag/46-52 
aging (See older adults) 
AIDS cases 1980-90, Ja/9 


alcohol: baby boom: 


adoption, Je/9 affluent counties, D/29-42; and 


advertising: 


anti-drug, Ag/10; attitudes toward, 
My/10; companies using cause 
messages, Ag/10; grocery cart 


Alcoholics Anonymous, Mr/48-52; 
effect of alcoholism on families, 
Mr/13; effect of warning labels, 
$/13-14; use by high school 
students, Mr/16 


ATM use, My/6; Asians, N/67; by 
county, DRS4/2; child-rearing, 
Ap/55; counties with highest ratio, 
DRS4/6; definition, Mr/6; low-fat 


Beverly Hills, income, D/11-12 
bicycles, My/44 


births: 
1950s boom, Ag/38-43; above and 


frozen-food purchases, Je/21; 
metropolitan population, Mr/34-37, 
53; nostalgia television, F/16; 
religion, D/50-57; self-help 


computer screen ads, JI/9; 
increasing efficiency, Ag/58-60; 
mistrust of, Mr/14; to children, 
F/44, S/4; to minorities, Ap/14-15; 
promoting sports out of season, 
Jl/4; use by income and type, 
Ja/20; use of lust, greed, envy, 
JI/22; use of place names, Ap/40- 
43; use of print advertising, Ja/16; 
value structuring, Ja/6; words that 
sell, Ag/18 (See also The Numbers 
News index) 


below average by month, My/42; 
fertility rate and estimate of births, 
My/9; to single mothers, Je/9-10, 
programs, Mr/48-52; spending on 30-37 (See The Numbers News 


yr business Owners, selected items, My/10; use of dating index) 
services, Ap/44-48 (See also The blacks: 

Asians: Numbers News index) affluent counties, D/29-42; as 
affluence, D/29-42; business ; ss percent of low-wage workers, 
owners, Ja/32-36; population en aati J12, 17; boomer metropolitan 
change 1990-2010, N/67 y population, Mr/34-37, 53; business 
(See also The Numbers News index) owners, Ja/32-36; clothing for, 


all-American markets, Ja/24-30 


American Indians: 
Blackfeet Indian Writing Company, 
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N/12; household income, D/9-10; 
metropolitan area rankings, 
$/30-38; mobility rates, Ap/12; 
population by age and sex, D/63; 
segregaticii, Ja/48-51; suburban 
affluence, S/30-38; television 
viewing, N/9-10 (See also The 
Numbers News index) 


books: 
bought per month, My/44; readers 
by age, sex, and income, JI/48-55 


brand names, trademark filings, Ag/18 


businesses: 
franchise buyers, N/52-58; locating 
in small communities, My/12-15; 
minority-owned 1982-87, Ja/32-36; 
starting a small business, Ap/6; 
targeting older Americans, 
S/40-44; understanding the 
middle-aged, S/40-44 


California: 
satellite offices, Je/26; south/north 
split, Mr/9-10 


Canada, metropolitan area population, 
Mr/40 


CD buyers, JI/48-55 


Cedar Rapids, IA, population by age 
and sex, Ag/46-52 


census, economic, N/14-19 (See also 
1990 census) 


child care: 
corporate, Ja/19-20; type of care, 
N/19; use of TV as educational tool, 
Ag/22-23 


children: 
and divorce, 0/52-59; characteris- 
tics of 8-to-13-year-olds 


S/4; child-care arrangements, N/19; 


childless baby boomers, Ap/55; 
child-support payments, JI/39; 
family living arrangements, F/13- 
14; influence on household 
spending, F/48-53; latch-key, S/4; 
living in stepfamilies, JI/36-40; 


population by age and state, 
F/36-42; population projections 
1990-2010, F/55; print media, 
F/44-47; products for, 0/48-49; 
saving and spending, 0/46-50; 
school performance by family type, 
F/13-14; supporting parents, 
Ag/24; teenage attitudes, D/14-16; 
television viewing, Ag/22-23; 
tweens, S/4 (See also families and 
The Numbers News) 


college faculty, D/16-17 


college graduates: 
job searching, Je/4; potential 
franchise buyers, N/52-58 


college students: 
attitudes, Mr/18-20; enrollment, 
Mr/18-20; job search, Je/4; Spring 
Break, Mr/4 (See also education) 


collegetowns, F/24-35 


communications: 
AT&T Language Line Service, 
JA/9-10; MCI persona! 800 
services, My/17-18; Prodigy and 
CompuServe, JI/6; videophone, S/6 


computers: 
mapping systems, JI/22-25, 
DRS2/1-24; online services, 
JI/6; young adult owners, D/14 


consumer attitudes: 
about the future, My/10; affluent 
gay consumer market, Ap/10-11; 
confidence measures, S/56-60; 
educated consumers and distrust 
of marketers, Mr/14; Influential 
Americans, 0/30-38; middle-aged 
values, S/40-44; satisfaction with 
country, 0/17; shopping behavior, 
Ja/6, Mr/14-15; toward advertising 
to lust, greed, envy, JI/22; toward 
catalog shopping, Je/12; toward 
economy, S/56-60; toward product 
packaging, Ap/13; toward women, 
N/46-50 


consumer segments, Ag/58-60 
consumer spending: 
affected by media type, Je/48-53; 


as influenced by children, 0/46-50; 
by income group, My/34-38; by 


rural readers, Ag/18-21; by season, 


My/40-44; consumer confidence 
index, S/56-60; in hard economic 
times, My/10; in nonmetropolitan 
counties, JI/26-34; of Influentials, 
$/30-38; on home electronics, 
Je/38-43 


corporate sponsorship, of events and 
sports, N/40-44 


cosmetics, D/23 


counties: 
homeownership rates and median 
housing value, JI/56-61; household 
income, 0/9-10; households by 
county, DRS3/1-24; top counties 
for young adults, F/24-35; wealthy 
nonmetropolitan counties, 
JI/26-34; with highest affluent 
population, D/29-42; working 
Americans by county, 
DRS4/1-24 


crafts, D/58-60 
cremation, D/25-27 


crime: 
health-care insurance fraud, 
Ap/19; murders 1900-90, Ag/43; 
nature of, Ag/41; police by state, 
Ap/20; rapes 1986-90, Je/22 


Dallas, as economic center of North 
America, Mr/41 


dating services, Ap/44-48 
day care (See child care) 


death: 
rates and effect on life expectancy, 
0/40-45; murders 1900-90, Ag/43; 
percent above and below average 
by month, My/42; suicide rates by 
state, Ap/9 (See a!so The Numbers 
News) 


debt, by compulsive shoppers, 
Mr/14-15 


demographer, definition, 0/6 
Detroit, Mi, Ja/31 
dieting, Ja/4, Mr/20 


divorce: 
by county, 0/58-59; market, 
0/52-59; percent above and below 
average by month, My/43 (See also 
The Numbers News) 


doctors: 
handwriting, D/18; per resident, 
Ja/10; rural, F/18-19 


driving (See automobiles and travel) 
Dryden, NY, My/29 


drugs: 
concern about use, Mr/50; dealers, 
Ja/16-17; demographics of users, 
$/20; growing marijuana, S/16; 
halfway houses, Mr/16-17; use by 
high school students, Mr/16 


East Lansing, MI, population by age 
and sex, Ag/46-52 


economic census, N/14-19 


economy: 
America’s anxiety toward, 
S/56-60; and recession, 
0/62-64; economic migration of 
Americans, My/34-38; Florida, 
Ja/18; Japan, Je/58-60 


education: 
attainment, top and bottom ten 
states, Mr/15; children’s school 
performance by family type, 
F/13-14; enrollment by county, 
Ja/15; faculty shortage, D/16-17; 
high-quality schools in low cost-of- 
living areas, Mr/12; low earnings 
by educational attainment, JI/12; 
multicultural training programs, 
Ap/16-17 (See also college 
graduates and college students) 


elderly (See older adults) 


elections, Pennsylvania Senate, 
Je/52-56 


employment: 
corporate layoffs, Ja/44-47; 
employee benefits, Ag/30-37, 
$/62-65; number of employees of 
U.S. affiliates by country of owner, 
Mr/44-47 


entrepreneurs, minorities, 
Ja/32-36 


environment: 
concern about product packaging, 
Ap/13; environmentally safe 
products, Ap/14; importance of 
environmental problems, Ap/37; 
marketing of environmental 
products, Ap/34-38; recycling, 
My/53; satellite offices to fight 
pollution, Je/26 


ethnicity: 
ads targeting minorities, 
Ap/14-15; minority-owned 
businesses, Ja/32-36; percent of 
low-earning workers, JI/12, 17; 
phone interpreting service, 
Ja/10-11; segregation, Ja/48-51; 
translating siogans, F/14 (See also 
minorities) 


families: 
average number of children, 
D/6; educational performance by 
family type, F/13-14; effect of 
alcoholism, M/13; effect of 
recession layoffs, Ja/44-47: 
financial support, Ag/24: 
grandchildren living with 
grandparents, S/18; households 
1990-2000, JI/63; in the 1950s, 
Ag/38-43; purchase decisions, 
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Ja/12; spending by presence of 
children, F/6; stepfamilies, JI/36- 
40; traditional family values, 
Je/30-37 


farming, marijuana, S/16 


farming, forestry, and fishing jobs, by 


county, DRS4/18-24 


fathers: 
child-support payments, JI/39; 


single, by county, DRS3/14-15, 24 


(See also The Numbers News) 
Fayetteville, NC, S/37 
fertility rate by age, My/9 


financial services: 
investing guide, JI/47; investors’ 
feelings, N/25-26; stock market 
trends, Jl/42-46 


fishing, Ap/4 


Florida: 
economy, Ja/18; foreign language 
spoken at home, Je/10 


food: 
at and away from home, Ja/55; 
baked goods, 0/4; computerized 
grocery carts, JI/9; consumption 
habits of middle class, Je/2; 


consumption of sweeteners, Ja/21; 
ethnic foods in restaurants, Ap/18; 


food products named for places, 
Ap/40-43; fried chicken consump- 
tion, JI/17; grocery spending by 
age of child, JI/9; low-fat frozen 


meal purchases, Je/21: marketed to 


children, S/48-49; organic food 
purchases, Je/17-18; poultry 
orders at restaurants, JI/17; salsa, 
S/10; TV cooking shows, Je/49; 
updated restaurant menus, 0/27- 


29; vegetarian foods at restaurants, 


F/18; warning labels, S/13-14 
football, by region, N/30-39 
foreign: 

-owned companies in the U.S.., 


Mr/44-47; visitors to the U.S., 
My/15 


franchises, N/52-58 
funerals, D/25-27 


garbage, use in demographic 
research, My/50-54 


GIS systems: 
and AAA, S/53; description and 
usage, JI/23-24, DRS2/1-24; 
geographic technology, My/2; 
how to choose, DRS2/6 


golfers who also ski, JI/4 


grandparents: 


grandchildren living in their home, 
$/18; spending on grandchildren, 
F/10-11 


guns, female ownership, Je/22-24 
handwriting, D/18 

Harrodsburg, KY, JI/31 

Hawaii, healthiest state, F/17 
health: 


AIDS cases 1980-90, Ja/9; by age 
group, Ag/54-57; cancer death rate 
by state, S/26; cancer incidence 
rates by race, Ap/13; cigarette 
smoking, N/4; dieting, Mr/20; 
doctors in rural areas, F/18-19; 
drug users, S/20; halfway houses, 
Mr/16-17; health care and PA 
Senate election, Je/52-56; health- 
care costs, Ap/19; health-care 
costs and self-help programs, 
Mr/48-53; hospitals, N/25; mental 
health care, S$/62-65; migraine 
sufferers, S$/25-26; national health 
care, Je/56: orthopedic cases and 
patients, F/14; psychiatrists and 
psychologists, S/62-65; sick days 
per year, Je/26; state health 
rankings, F/17; tuberculosis cases, 
F/20 


health insurance: 


benefits important to employees, 
Ag/30-37; costs, Ap/19 (See also 
The Numbers News) 


Hispanics: 


affluence, Mr/18; affluent counties, 
D/29-42; business owners, 


Ja/32-36; ethnic subgroups, Mr/18; 


household income, D/9-10; low- 
earnings workers, JI/12, 17; 


median household incomes, Mr/18; 


mobility rates, Ap/12; targeting 
cultural nuances, Ap/14 (See also 
The Numbers News) 


holidays, Valentine’s Day, F/4 
homebuyers: 


by income, F/21; rates of 
homeownership, JI/56-61 


home improvement, kitchen 


remodeling, Je/46-50 (See aiso 
The Numbers News) 


homeownership rates, JI/56-61, 


$/16-19 (See also The Numbers 
News) 


homosexuals, aS consumers, 


Ap/10-11 


honeymoon destinations, Ag/14, 17 


hospitals, N/25 
household spending: 


children’s influence, F/48-53; food 
spending by age of child, JI/9 (See 
also spending) 


households: 


aged 55 and older, Ap/24-32; 
American households quiz, JI/2; by 
media use, JI/48-55; by type, 
DRS3/1-24; change in, DRS3/2-3; 
families and stress, Je/34; family 
and nonfamily 1990-2000, JI/63; 
grandparent households, F/10-11; 
income by county, 0/9-10; married 
couples, Ag/63, DRS3/6-11, 
23-24; median income, D/9-10; 
middle-aged, JI/63; projections for 
householders, JI/63; single-parent, 
DRS3/14-15, 24; single-person, 
$/67, DRS3/18-23; stepfamilies, 
Jl/36-40; VCR ownership, JI/10 
(See also The Numbers News) 


housework, by men, Ja/38-43 
housing: 


for older women, D/44-49; highest- 
priced, 0/25; highest rents, 0/26; 
housing value index, Ja/24-30; 
mortgages for older adults, D/48- 
49; ownership versus cost, 
JI/56-61; sale of homes, S/60; 
value by county, JI/56-61; value by 
region, Ag/12 (See also The 
Numbers News) 


immigration, to New York City, Ag/9 


(See also The Numbers News) 


income: 


affluence by county, D/29-42; aged 
55 and older by income source, 
Ap/24-32; change in median 
household income, Ag/2; 
children’s, 0/46-50; first-time 
homebuyers, F/21; Hispanic 
households, Mr/18; househoid 
gains and losses by state, F/9; in 
Los Angeles County and Beverly 
Hills, D/11-12; of anglers, Ap/4; 
low-wage workers, JI/12, 17; 
median household, 0/9-10, 
D/9-10; middle-income consumers, 
My/34-38; nonmetropolitan 
counties, Jl/26-34; stepfamilies, 
J\/36-40; top counties, 0/10; U.S. 
households, N/52-57 


inflation, and salary increases, 


Mr/10 


Influential Americans, 0/30-38 


international: 


foreign investment in U.S., 
Mr/44-47; Japanese vs. American 


workers, My/16; personal 
satisfaction U.S. vs Japan, Je/58- 
60; U.S. products marketed in 
Mexico, S/10; U.S. hospitals attract 
Mexicans, N/25 (See also The 
Numbers News) 


investments: 
annuity plans for retirement, 
Jl/18-21; foreign companies in 
U.S., Mr/44-47; stock market, 
Jl/42-47 


lowa, women by marital status, Ap/10 


Japan: 
investment in U.S., Mr/44-47; 
personal satisfaction, Je/58-60; 
workers, My/16 


jewelry, D/4 
Kentucky, household income, F/9 
kitchen uses, Je/46-50 


labor force: 
age and sex differences, 
Ag/30-37; by county, DRS4/1-24; 
college faculty, D/16-17; 
commuting to work, Je/26; 
corporate layoffs, Ja/44-47; 
employment by occupation, 
DRS4/18-24; entrants and leavers, 
Je/53; fastest-growing occupa- 
tions, N/14; job characteristics 
important to employers, Ag/30-37; 
low-wage workers, JI/12, 17; 
multicultural training, Ap/16-17; 
participation rates 1990-2005, 
My/59; participation rates by 
county, DRS4/1-24; sickdays, 
Je/26 (See also The Numbers News) 


lawsuits, F/20-21 


leisure time: 
activities, My/26-33; work 
influences, Ag/13 


life expectancy, 0/40-45 
longevity, 0/40-45, N/27-28 
Los Angeles County income, D/11-12 


magazines: 
adult favorites, Ap/15; children’s, 
F/44-47 (See also media) 


mail, junk, $/2 
Mall of America, Ag/4 


managerial and professional specialty 
jobs, by county, DRS4/18-24 
mapping: 
computer, JI/22-25; GIS systems, 
DRS2/1-24 


marijuana farming, S/16 
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market research: 
automatic recording devices in 
homes, Je/6; increasing marketing 
efficiency, Ag/58-60 (See also The 
Numbers News) 


marketing: 
auto industry targeting women, 
$/25; cause advertising, Ag/10; day 
care to employers, Ja/19-20; food 
products to children, 0/48-49; 
health and beauty aids, D/23; in 
small towns, My/12-15; mistrust of 
advertising, Mr/14; products to 
older adults, D/24; products/ 
services to older women, D/44-49; 
seasonal, My/40-44; selling to the 
dark side, JI/22; translating sales 
pitches, F/14; U.S. products in 
Mexico, S/10; use of place names, 
Ap/40-43; words that sell, Ag/18 


marriage: 
1990 rates, S/16-19; marital status 
1970 and 1990, Ap/46; percent 
above and below average by 
month, My’43; remarriages, N/60- 
63 (See also The Numbers News) 


married-couple households: 
percent growth 1990-2000, 
Ag/63; spending on food, JI/9; with 
children, Ag/63, DRS3/6-9; without 
children, Ag/63, DRS3/10-11, 
23-24; with stepchildren, JI/36-40 
(See also The Numbers News) 


media: 
America’s media capital, JI/52-53; 
children’s reading habits, F/44-47; 
children’s TV, Ag/22-23; favorite 
magazines, Ap/15; how to get 
publicity, Ap/50-52; households 


with radio, TV, cable TV, and VCRs, 


Ag/6; Influentials’ use of, 0/30-38; 
interactive media products, Je/38- 


43; interactive TV, JI/9, N/6; media 
types, JI/48-53; music TV service, 
JI/10; online computer services, 
Ji/6; pay-per-view cable service, 
Je/38; targeting rural readers, 
Ag/18-21; use, JI/48-55 


men: 
attitudes toward catalog shopping, 
Je/12; attitudes toward shopping 
and housework, Ja/38-43; in the 
labor force, DRS4/1-24; life 
expectancy, 0/40-45; purchase 
decisions, Ja/12 (See also The 
Numbers News) 


mental health services, S/62-65 


metropolitan areas: 
and the recession, 0/62-64; baby- 
boom population, Mr/34-37, 53; 
hardest hit by recession, 0/62-64; 
most unusual, My/13; percent 
black, S/30-38; segregation in, 
Ja/48-51; top counties for young 
adults, F/24-35; top 20 test 
markets, Ja/24-30 (See also The 
Numbers News) 


Mexico: 
Cinco de Mayo holiday, My/4; 
consumers, S/10; employment, 
$/10; marketing U.S. products, 
$/10; Mexican Americans, My/4; 
middle class, S/9-10; population by 
age and sex, S/9; population in 
metropolitan areas and cities, 
Mr/42 


Miami Beach, FL, population by age 
and sex, Ag/46-52 


middle-aged, S/40-44 


middie class, My/34-38 (See also 
The Numbers News) 


migration: 
housing characteristics of recent 
movers, Ap/12; immigrants in New 
York, Ag/9; to Northwest, My/12; 
urban to suburban, Ag/11-12 


military: 
marketing franchises to veterans, 
N/58; top counties, F/24-35 


minorities: 
companies targeting cultural 
nuances, Ap/14-15; multicultural 
training, Ap/16-17 (See also 
specific minority and ethnicity) 


Morgantown, WV, as a collegetown, 
F/24-35 


movies: 
attendees, JI/48-55; effect of VCRs 
on ticket sales, Ag/6 


music: 
CD buyers, JI/48-55; music TV 
service, JI/10 


NASCAR, corporate sponsors, 
N/40-44 


National Football League expansion, 
Ja/9-10 


native Americans (See American 
Indians) 


Nevada, divorce rate, 0/58-59 


New Mexico, household income gain, 
F/9-10 


New York City, new immigrants, Ag/9 


New York State: 
foreign language spoken at home, 
Je/10; secession from New York 
City, Mr/9-10 


newspapers: 
capitals, JI/53; children’s, 
F/44-47: methods for getting 
coverage, Ap/50-52; readers, 
JI/48-55 (See also media) 


nonmetropolitan counties, affluence in, 
Ji/26-34 (See also rural) 


North American Free Trade Agreement, 
Mr/38-40, 42; N/2 


nutrition (See food) 


older adults: 
as benefactors, My/46-49; changes 
in activities/lifestyles, Ag/54-57; 
estate planning, My/46-49; iricome 
sources, Ap/24-32; investments in 
annuity plans, JI/18-21; life 
expectancy, 0/40-45; mortgages 
for, D/48-49; nonagenarians, N/27- 
28; percent single by age, Ap/44-48; 
privacy concerns, Je/20; products 
for, D/24; shifting attitudes, $/40- 
44: top counties with affluent 
population, D/29-42; travel, Ap/47, 
D/44-49; use of dating services, 
Ap/44-48; voters, 0/16-17; women, 
D/44-49 


operators, fabricators, and laborers, by 
county, DRS4/18-24 


parents (See families) 


Pennsylvania Senate election, 
Je/52-56 


Philadelphia, PA, Ap/27 


picture taking, Ap/10 
police, by state, Ap/20 


politics: 
1992 election, 0/2; satisfaction 
with political system, S/16; white 
Southerners by political party, 
Mr/9; Wofford’s PA Senate victory, 
Je/52-56 


population: 
age pyramids, Ag/46-52; aging of 
the population, S/40-44, 67; by 
age, DRS4/1-24; by household 
type, DRS3/1-24; by occupation, 
DRS4/1-24; change by region, 
Je/17; estimates, Je/17; growth 
projections by region, Mr/55; 
metropolitan areas in Canada and 
Mexico, Mr/38-42: of 
nonmetropolitan counties, JI/26- 
34; older adults, Ag/54-57; 
projections, F/55, S/40-44, N/67, 
D/63; U.S. 1970, 1990, 2010, 
Ag/50; U.S. and Mexican, S/9-10 
(See also The Numbers News) 


poverty population, N/15, D/9, 
D/11-12 


precision production, craft, and repair 
jobs, by county, DRS4/18-24 


privacy: 
concern about consumer privacy, 
Je/20; predictions for protection, 
Ag/19 


psychographics (See consumer 
attitudes) 


psychology: 
self-help programs, Mr/48-53; 
psychological stress on 
stepfamilies, JI/36-40; psycholo- 
gists versus psychiatrists, S/62-65 


public relations, getting publicity, 
AP/50-52 


purchase decisions: 
based on climate, Mr/24-26, 30-32; 
changes in shopping habits, 
Ja/12-15; children’s F/48-53; effect 
of warning labels, S/13-14 


Quantico, VA, military population, 
F/24-35 


radio: 
for children, F/44-47; listeners, 
Jl/48-55 (See also media) 


reading (See books) 


recession: 
corporate layoffs, Ja/44-47; 
consumer attitudes toward, 
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My/10-11; effect on honeymoon 
industry, Ag/14-17; effect on 
metropolitan areas, 0/62-64; in 
Florida, Ja/18 

recycling, My/53 

regions: 
attitudes about men’s and women’s 
roles, N/46-50; children’s 
population, F/36-42; population 
projections 1990-2010, Mr/55; U.S. 
population projections, Je/17; 
sports participation, N/30-39 
(See also The Numbers News) 

religion: 
and divorce, 0/52-59; baby 
boomers, D/50-57; church 
attendance, Ag/38-43; concept of 
God, N/27; in the 1950s, Ag/38-43 


remarriage, N/60-63 
remodeling, of kitchens, Je/46-50 


rents: 
highest metro areas, 0/26; owners 
versus renters, JI/56-61 (See also 
The Numbers News) 


restaurants: 
ethnic menu items, Ap/18; poultry 
orders, JI/17; spending, Ja/55; 
updating menus, 0/27-29; 
vegetarian menus, F/18 


retirement, sources of income, 
Ap/24-32, JI/18-20, Ag/30-37 


romance, F/4 


rural: 
affluence, JI/26-34; doctors, 
F/18-19; quality of life, 0/19; 
readers, Ag/18-21(See also The 
Numbers News) 


Sandy, UT, population, Ag/46-52 
Sarasota, FL, 0/37 

satellite offices, Je/26 

savings, children’s, 0/46-50 


schools: 
enrollment by county, Ja/15; 
quality of schools versus cost of 
living, Mr/12 


seatbelts, Ap/16 

security systems, 0/25-26 
segregation by state, Ja/48-51 
self-help programs, Mr/48-53 
service jobs, by county, DRS4/18-24 
shoes, retail sales, My/44 


shopping: 
by men, Ja/38-43; catalog 
shopping, Je/12; children’s 
shopping behavior, F/48-53; 
choosing stores, D/23; compulsive 
shoppers, Mr/14-15; electronic 
grocery carts, JI/9; malls, Ag/4; 
shoppers in Tulsa, Ja/12-15 


single mothers: 
and adoption, Je/9-10; by county, 
DRS3/14-15, 24; number of births 
1970-89, Je/37; number of 
children, D/6 


single-person households: 
1990-2000, S/67; by county, 
DRS3/18-23 


singles, dating services, Ap/44-48 
skiing: 
and other sports, JI/4; househc!ds 
by county, DRS3/18-23 


small businesses: 
franchises, N/52-58; startup, Ap/6 


smoking, N/4 
South Deerfield, MA, Ag/37 


spending: 
by children, 0/46-50; effect of pay 
raises, Mr/10; on health and beauty 
aids, D/23 (See also household 
spending and The Numbers News) 


sports: 
advertising to participants, JI/4; 
fans, F/12; fishing, Ap/4; hours 
televised, F/11; NFL expansion, 
Ja/9; participation by region, 
N/30-39; skiers, JI/4; sponsorship 
of stock-car racing, N/40-44 


Spring Break, Mr/4 
states, secession, Mr/9 
stock market, Jl/42-47 


students, drug and alcohol use, Mr/16 
(See also college students) 


suburban blacks, $/30-38 

suburban population, 1950s, 
Ag/38-43 

suicide rates, Ap/9 

technical, sales, and administrative 


support jobs, by county, 
DRS4/18-24 


technology: 
broadcast, Je/38-43; for high-tech 
products, Je/42-43; home-security 
computers, 0/25 


teenagers: 
advertising to, S/4; attitudes and 
values, D/14-16; finding a job, Je/4; 
halfway houses for chemically 
dependent teens, Mr/16-17; 
population by county, F/24-35 (See 
also baby bust, children, and young 
adults) 


telephones: 
home 800 numbers, My/17-18; 
videophones, S/6; young adult 
owners, D/14 


television: 
broadcast technology, Je/38-42; 
capitals, JI/48-53; children’s, F/44- 
47, Ag/22-23; cooking shows, 
Je/49; interactive, N/6; new music 
TV service, JI/10; nostalgia 
television, F/16; portrayal of 
women, N/51; sports, F/11; 
viewers, JI/48-55; viewing by 
blacks, N/9-10; young adult 
owners, D/14 (See also media) 


termites, Mr/32 
test markets, Ja/24-30 


Texas, and new food-product names, 
Ap/42-43 


time-saving activities, F/10 
tobacco industry, N/4 


toll-free numbers, home use, 
My/17-18 

toys, for adults, D/4 

trademark applications, Ag/18 


traffic, cost of congestion, 
$/46-53 


transportation: 
for business travel, N/10; highway 
systems technology, S/46-53 (See 
also The Numbers News) 


travel: 
business, S/46-53, N/10; cruises 
for older adults, Ap/47; honeymoon 
destinations, Ag/14, 17; older 
women, D/44-49; vehicle miles 
driven, S/46-53 


tuberculosis, F/20 
Tulsa, OK, shoppers, Ja/12-15 


unemployment, among recent 
graduates, Je/4 


vacations (See travel) 
Valentine’s Day, F/4 


vehicle miles driven, S/46-53 


veterans, marketing franchises to, 
N/58 


VCRs: 
effect on movie ticket sales, 
Ag/6; ownership, JI/10 


visitors, by country of origin and 
expenditures, My/15 


voting: 
important issues, N/20; older 
voters, 0/16-17; PA Senate 
election, Je/52-54; predicting 
results, N/20; vuiers in 1988 and 
1992, 0/67 


Wal-Mart, in Tulsa, Ja/12-15 
warning labels, S/13-14 
Washington, D.C., Ag/46-53 


weather, and consumer behavior, 
Mr/24-26, 30-32 


weddings: 
attendance or participation in, 
Mr/21; honeymoon market, 
Ag/14-17; remarriage, N/60-63 


Winter, WI, Mr/27 


women: 
and family values, Je/30-37; 
attitudes toward catalog shopping, 
Je/12; attitudes toward working 
women, N/46-50; automobile 
buyers, S/25; childless, Ap/55; gun 
ownership, Je/22-24; household 
purchase decisions, Ja/12; in rural 
areas, Ag/18-21; in the labor force, 
Ag/30-37, Ag/38-43, DRS4/1-24; 
increase in college students, Mr/18; 
life expectancy, 0/40-45; marketing 
to older women, D/44-49; number 
of rapes, Je/22; political values, 
$/12; portrayal on TV, N/51; role of 
Mexican women, S/10 (See also The 
Numbers News) 


working Americans, DRS4/1-24 


young adults: 
attitudes toward politics, N/11; 
county and metropolitan area 
population, F/24-35; economic 
power of, Mr/2; population by age 
and state, F/36-42; population 
projections 1990-2070, F/55; 
spending, D/14 (See also baby bust 
and teenagers) 


Young America, MN, F/38-39 
Zavala County, TX, F/24-35 


FOR BACK ISSUES OR REPRINTS CALL OUR CUSTOMER SERVICE CENTER 800/828-1133 


The 1993 Directory / American Demographics 57 





advertising, awareness and response, 
Mr/5 


affluent: 
households with $75,000+ income, 
S/1; savings rate, My/7-8 
spending, Mr/1-2 


ancestry, Ag/2-3, 8-9 
apartment shoppers, Je/4 


Asians: 
1990 income, S/3, 7; foreign-born, 
Ap/1-2; homeownership rates, N/5; 
households with income $35,000+, 
S/7 


baby boom: 
income, S/8; physical and financial 
support providers, My/3-4 


births: 
1991 rate, Je/7-8; lifetime births to 
18-to-34-year-olds, Ja/4; U.S. vs. 
international rates, Ap/6-7 


blacks: 
1990 income, S/3, 7; foreign-born, 
Ap/1-2; homeownership rates, N/5; 
households, My/1-3; labor force 
participation, Ap/3-4; reasons for 
moving, F/3-4; stepchildren, Je/6-7 


children: 
contact with nonresident father, 
Je/5-6; stepchildren, Je/6-7; work 
status of parents, 0/8 


college enrollment, Ja/6-7 
commuting, 0/1, 5-6 
death: 


1991 rate, Je/7-8; infant mortality 
rate, Ap/6-7 


disabled workers, 0/4, 9 
divorce, Je/7-8, JI/7-9 


education: 
decline in attainment, F/5-6,12; of 
householder by presence of 
children, JI/4; pupil/teacher ratios, 
Mr/2-3; resources, Mr/2-3 


farm residents, JI/4-6 


fathers, contact with nonresident 
children, Je/5-6 


foreign-born population, Ag/1-5 
fresh-produce consumption, JI/6-7 
growth rates, state, Mr/6-7 

health insurance, Mr/4-5 

heating fuel, N/4, 7 


Hispanics, 
1990 income, S/3, 7; foreign-born, 
Ap/1-2; households, My/1-3; 
reasons for moving, F/3-4; 
stepchildren, Je/6-7 


home improvement, Je/2-3 


homeowners, new homes built 
1970-90, N/3 


homeownership, N/1-9 


households: 
affluent, S/1-2; by age of 
householder, My/1; by race and 
type, My/1-3; by type of heating 
fuel, N/4; income, JI/1-2, S/1-9; 
linguistically isolated, Ja/7, Ag/4; 
projections, My/1-3; savings rates, 
My/7-8; spending, Ja/3-4, F/4-5, 


Mr/1-2; support providers, My/3-4; 


trends in projecting, My/12 


housing: 
1990 census data, Je/12, N/12; 
monthly costs for homeowners, 
N/1-9; mortgage costs, N/8; 
occupied units by year built, N/6; 
rent costs, N/9; type of heating 
fuel, N/7 


immigration: 
foreign and native born, Ap/1-2, 
Ag/2-3; how to inte;pret data, 
Ag/%2; rise in U.S., Ag/1-2; total 
foreign-born by state, Ag/5 


income: 
by age, S/8; by race, S/7; by 
source, S/5, 9; changes 1980-90, 
JI/1-2, S/3, 12; distribution by age, 
S/4; farm and nonfarm residents, 
Jl/4-6; full-time low earners, JI/2-3; 
households $75,000+, S/1; 
measuring low earnings, JI/12; 
median household, JI/1, S/6; 
median household gainers and 
losers, S/1-2; median income by 
race, S/3; tracking trends, Ap/12 


injury rates, F/6-7 


international: 
foreign-born, Ap/1-2; population 
vs. U.S., Ap/6-7 


labor force: 
by age and ful!-time work status, 
0/7; commuting, 0/1, 5-6; farmers, 
Jl/4-6; fastest-growing occupa- 
tions, Ja/1-3; full-time low earners, 
Ji/2-3; income from wages/salary, 
S/5, 9; link to population changes, 
Ja/12; measuring low earnings, 
Ji/12; men and women, 0/2; men 
and women with disabilities, 0/4, 
9; moonlighting, Ja/5-6; new 
workers, My/6-7; participation 
rates, Ap/3-4, 0/3 


languages: 
households speaking Spanish or 
Asian/Pacific Islander, Ag/4 
linguistically isolated, Ag/7; 
Spanish and Asian Enalish- 
speaking ability, Ag/4, 6 


market research, metropolitan areas, 
Ap/7-8 


marriage, 
1991 rates, Je/7-8; factors in 
spouse selection, F/7-8; rates by 
labor force participation and 
religion, JI/7-9 


married-couple households: 
by age of children and work status, 
0/8; by education level, JI/4; with 
stepchildren, Je/6-7 


men, labor force participation, 
Ja/1-3, Ap/3-4, 0/2, 7 


metropolitan areas, popular for market 
research, Ap/7-8 


middle class, Ap/5-6 


mobility: 

by income group, Ap/4-5; by life 
stage, Je/1-2; by state, N/6; 
characteristics of apartment 
shoppers, Je/4; rates by income 
and destination, Ap/4-5; reasons 
for moving, F/3-4; using housing 
data to track, N/3 


moonlighting, Ja/5-6 

mortgages, monthly costs, N/i-2, 8-9 

population: 
by urban and rural residence, 
F/1-3; estimates, Mr/12; foreign 
and native born, Ag/1-3, 5; growth 
rates, Mr/6-7; post-census 
estimates, Mr/12; U.S. rates vs. 
international, Ap/6-7 

regions: 
ancestry distribution, Ag/9; 
spending patterns, Ja/3-4 

rents, median by state, N/9 

rural population, F/1-3 

sandwich generation, My/3-4 

savings rate, My/7-8 

single-parent households: 
by age of child and work status, 
0/8; by education level, JI/4 


Social Security, as percent of 
household income, S/5, 9 


spending: 
by age, F/4-5; by household size 
and income, Mr/1-2 

suburbs, mobility, Ap/4-5 

transportation: 
public, 0/1; used to commute to 
work, 0/5 

travelers, frequent, My/4-5 

urban population, F/1-3 

vital statistics, 1991, Je/7-8 

women in the labor force: 
by age of children, 0/2; participa- 
tion rates, Ja/1-4, Ap/3-4, 0/3, 7; 
working mothers, Ja/4-5 


world population, Ap/6-7 
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